Abstract
Published by SCHOLINK CO., LTD were advised to form teams with complementary skills. In this period they also developed a startup document in which they formulated their business model, their target for the first half year and the deliverables at the end of the period. An internal coach was also assigned to each group. The internal coaches were specialized in, for example, sales, marketing, law or international business. All the coaches that were involved in the minor program have had their own business or were still active in their own company. Each coach worked with three groups during the course of an half year.
Over the next sixteen weeks, the students started to shape their startups. They registered at the Chamber of Commerce, they developed a website, if necessary they developed a prototype, they might have imported a product, they gathered the resources to start their business, they visited network meetings, sold their products/services, took care of free publicity, etc. During this period the students were obliged to follow classes on the subjects of marketing, finance, sales, business writing, giving elevator pitches, using the business canvas (Osterwalder, 2010) , debating, intellectual properties, law and taxes.
The theory of effectuation (Sarasvathy, 2001 ) was starting point in guiding the students. Every student startup had to take care of its own investments. They also spent an entire week making a commercial, teaser or viral for their company, and during that process they were guided by professional filmmakers.
During the course we invited entrepreneurs to share their stories with the students, organized a debate about entrepreneurship and showed the commercials to a professional jury at an Oscar-like awards ceremony. The course ended with an elevator pitch competition involving the ten best startups before a jury of informal investors in which they could win a prize. The students were rewarded for their efforts with 30 ECTS-credits after an assessment about the goals they achieved.
After the course the students had the possibility to do their internship within their own firm for a period of six months. In this period they were guided by a coach from the minor program. A special program with master classes, peer reviews and consulting had been developed for these students. The experiment reported in this paper was conducted in the academic years 2009-2010 and 2010-2011 . The total number of students in those years was 495 and the total number of companies started was 165, giving an average team size of 3 students. In June 2012, 23 companies were still active. In this article, 135 companies were analyzed. 
Design
Once the students had formed their teams, the treatment group received an e-mail in week four. In this e-mail the people from the network of specialists were introduced and their contact details were given to the students. In week eight the teams from the treatment group were invited for a consult with a business consultant from the network. He spoke to every team personally and advised about their concept and introduced them to possible clients or other business partners. In that way, the treatment group gained potential access to a network of specialists that could help their business move forward.
Within this network the students could find help in areas such as product development, production, launching customers and investments. The students of the control group were not introduced to that network. The experts from the network were not informed that they were part of an experiment. They were asked if the students were allowed to contact them for help. The internal coaches of the students were not informed as to whether their team belonged to the treatment group or control group. The groups were randomly assigned to the treatment group by means of a randomizer. In week sixteen the entire group of students were interviewed about their respective networks.
Data

Variables
In the first week of their minor program the students had to fill out a survey with questions about individual characteristics such as age, education, work experience and family background. Their average age was approximately twenty-three, all students had work experience and work on average fourteen hours a week at the moment of being interviewed and over 35% has a father or mother who is or was an entrepreneur.
The baseline survey also included questions to measure entrepreneurial skills like market awareness, creativity and flexibility. Market awareness is the ability of the entrepreneur to sympathize with the
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The test items were statements and respondents indicated using a 7-point scale the extent to which they agreed with each statement. 1 The statements loaded into several factors (with Cronbach alpha's ranging from 0.6 to 0.88) that can be used as determinants of successful entrepreneurship and of team development, see Table 2 . The startups were all randomly assigned to the treatment and control group. To be sure that there were no significant differences, before the treatment, in the skills, traits and group processes we compared the groups on these variables by using a two sample mean comparison test, which showed that all aspects were equally divided over the two groups, as shown in Table 3 . At the end of the semester all groups were interviewed about the results they produced and the people and companies that were involved in bringing the startup to the stage that it was in at that moment. The interview was about their turnover, costs and profit, but also about being registered at the chamber of commerce, patenting, financing, marketing activities, employees and the continuation of the business (Davidsson and Honig 2003) . The students were also interviewed about the development of their network. They had to answer questions about the startups' most important contacts until that moment in the areas of finance, marketing, legal issues, distribution and sales. The frequency of the contact to
Published by SCHOLINK CO., LTD (Laumann et al., 1978) it is a set of nodes (persons, organizations) linked by a set of social relationships (friendships, transfer of funds, overlapping memberships) of a specified type. The types we are talking about in the network literature can be the strong ties or weak ties as defined by Granovetter (1983) .
Where strong ties can be pointed out as relatives, friends and e.g. neighbors and weak ties can be described as acquaintances or friends of friends. The criteria used are: the frequency of contact, the emotional intensity of the relationship, the degree of intimacy, and reciprocal commitments between the actors involved.
The network variables we used in this study were network size, network density, average tie strength and network constraint. Network size, which was added as a control variable, is the total number of alters (either weak or strong) to which a startup is connected. It is measured simply by counting the unique relationships of the startup (referred to as alters).
Network density is the total number of relationships between the startup and his unique alters, divided by the total number of potential ties that are theoretically possible between a startup and his alters (Burt 1978) . The density gives information on how cohesive and homogeneous the network is as a whole.
The higher the density, the more connected are the actors of the network to each other.
To measure the average tie strength, the duration of the relation until the time of questioning, the frequency of meetings (daily, weekly, monthly, …) and the intimacy (family, friend or acquaintance) of each startup's alter were coded to create a dichotomous variable for each of the specific topics. These outcomes were subsequently added to create an indicator for the strength of the tie. The average tie strength of all alters is measured by adding the value of the tie strength of all the alters and dividing the result by the number of alters of a particular startup (Bhagavatula et al. 2010) .
Network constraint indicates the extent to which a startup is constrained by the structure of the network involving his alters (Burt 2000) . The lower its value, the more structural holes the startup's network contains. In Burt's terms, the fewer the number of ties between an ego's contacts, the more advantageous is the ego's network. A network with a lot of structural holes gives the ego (in this case the startup) in the center of the network the advantage of gaining information before the information reaches others in his network. This advantage makes it possible for the startup to react to developments in the market before others. Because of this advantage the startup gains trust within his network of his clients and other stakeholders (e.g. investors). The network results of the interviews are shown in Table Table 4 4. Results Table 4 shows the network results of the total population of this research. When we divided the total results into the treatment and control group we concluded that there are no significant differences between these groups (also controlled by two sample mean comparison tests). We had expected a difference in the results, in particular in the case of network constraint. The constraint of the treatment group should have been smaller if the startups from this group had profited optimally from the network with structural holes, but the data showed that the constraint was of the same size as the startups of the control group. These data are shown in table 4a. The column of the treatment and control group give the mean values after 20 weeks of being a startup and their Standard Deviation, the column named "Diff(T-C)" shows the difference between both means and the column named "SE" shows the Standard Error of the difference. Table 5 shows descriptive statistics of three performance measures based on the interviews with 135 teams. The average turnover amounted to 1,058 Euros, with a standard deviation of 2,475 Euros. After 20 weeks, 82 teams ran a loss and 52 teams made a profit (before taxes). A two sample mean comparison test showed no significant difference between the treatment and control group (Table 5a ).
In Table 5a we also compared the development stage (devstage) of the startups and we used a scale of 1-5 in which 1=idea stage, 2=prototype, 3=tested by clients, 4=in production and 5=sold on the market. We also compared the constraint of the network within the different branches the startups were acting in (Table 6 ). In this case there was a difference at a 10% level between the mean of the teams in the service/trade branch and the one of the teams involved in product development. This points in the same direction as the difference in tie strength between these groups. A startup involved in product development needs more weak ties and also more structural holes to bridge the gap in knowledge between the student startup and the market. During the network interview, 89 out of 105 startups (85%) mentioned their internal coach as an important contact for the development of their businesses. In this period they met their internal coach every week for a consult of one hour. On a scale of one to seven the contribution of their internal coach was appreciated on average with 5.7. The students interviewed mentioned their internal coaches help with the group process, product development, planning and motivation most often.
The treatment group mentioned the help of one of the people of the external network eight times (52 startups). Therefore 15% of the startups actually said that they benefited from the external network.
They met with these external contacts one to four times during the minor program. They judged the contribution of these people on average with 4.1 on a scale of 7. Only in one case the contact with the external network led to a long term relationship in which one of our students actually started a business partnership with somebody from the external network. On average the contribution of the external network was therefore appreciated far less than the help of the internal coach from the minor program.
The fact that a large group of students (60%) were not sure whether they would continue their business due to study obligations might be one of the factors that made it hard for the people in the external network to commit to these startups.
I also analyzed all dependent (social network, entrepreneurial skills, entrepreneurial traits, team processes) and independent variables (Results) that I mentioned before in a regression result table (Table 8) . From this table I can conclude that especially the team processes had a positive impact on the turnover and profit of the student startups in their first half year. The average tie strength is positively connected to the development stage of the student startup. This points in the direction that the stronger the ties, the more developed a student startup can be in the first six months of its development. The results of the regression table also show that some of the Entrepreneurial skills and traits are negatively correlated with the development of the profit of the student startup in the first six months.
Conclusion, Discussion and Recommendations
The results of the research on the effect of the support that students receive from the environment in which they live and work and the influence of that support on the results of the startup they begin, lead us to conclude that friends and family play an important role in the first phase of a startup in traditional branches like services and trade. This is in line with the conclusions drawn in earlier research done on
Published by SCHOLINK CO., LTD 2000). In more uncertain markets such as product development, on the other hand, the results of the research suggest that a network with weak ties and more structural holes is important. This is also in line with research done on this topic (Renzulli et al. 2000; Rowley, Behrens & Krackhardt 2000) .
The experiment with the introduction of a network with structural holes to a group of student startups showed no significant differences in the results made by the different groups of students. The introduction did not guarantee that the students made use of the network, or that there was a follow-up after becoming acquainted with members from the network. The most important factors were: the product/service wasn't challenging enough for the members of the network (40%), the students had too much doubt about continuation of the start up after the minor period (60%) and there was no match between students and members of the network (20%). The members of the network could point out more than one reason when interviewed. This result seems to point in the direction that there is no advantage in having a network with structural holes in the early startup phase for student startups, who
are not committed to their startup.
The students pointed out in the interviews that the influence of their internal coach during the process of starting up their business was important. In particular the support with respect to motivation, product development, group processes and planning were important. This therefore supports the conclusions of earlier research (Ruda et al. 2009 ). The coaches involved in the minor program all had their experiences in starting business on their own and this might have contributed to the appreciation of the students and can be a recommendation for educators involved in developing curricula on this subject.
The fact that the students were committed full time to the startup during the entrepreneurship minor contributes to the external validity of the results of this study. Confronted with real time challenges and the fact that they were still in a situation where they had to finish their bachelor's degree, however, made it sometimes hard to commit to the startup and to make the necessary sacrifices, including financial ones, to bring the startup to the next level. This also could be taken into account by educators that are aiming at helping students with creating their own companies.
This article only deals with the short period of half a year, therefore follow-up research is needed to find out how the student startups that went on with their business, developed. At the moment we are still collecting data about the student companies that are still in the market.
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